Introduction
The context in which the modern consumer has operated in the past decades (the development of civilization, globalization, accelerating the pace of life, the invasion of new products and patterns of behavior, change in the economic and socio-demographic in the country, etc) has made changes in the general model of consumption, including service consumption. In today's world market services related to leisure and recreation play an important role, as they cater to the changing needs of consumers (Boguszewicz-Kreft, 2003; Dąbrowska, 2008; Gheribi, 2013) . In Poland during the last 13 years, the conditions of food preparation and consumption have changed significantly (Babicz-Zielińska, Zabrocki, 2006; Kowrygo, Halicka, 2011; Gheribi, 2013) . At present, more and more frequently we eat at a time and place that we find convenient i.e.: in a restaurant, canteen etc., or at a place "on our way". The development of the restaurant and hotel industry is closely linked with the evolution of transportation and economic development, which led to the emergence of a new industry -tourism (Knowles, 2003) . Thanks to the development of tourism and the increased number of visitors to Poland, as well as domestic tourists, the creation of new options was forced. This in turn encourages tourists to visit places with developed infrastructure and restaurants and hotels, among other things. This applies mainly to large cities, but can apply to smaller cities.
Restaurants and hotels are ones of the most vigorous sectors of the Polish economy. The number of restaurants and hotels increased in every year since starting the analysis in 2000. Also in more recent years the revenue from restaurants and hotels grew. The aim of this article is to analyse the current situation of the restaurant and hotel market in Poland and its development perspectives. The paper uses secondary sources of information such as statistical data of the Central Statistical Office (CSO), business reports, and industry newsletters and publications. The research period was between the years 2000-2013. A comparative method was applied for the analysis of collected data and materials.
Polish restaurant market
A restaurant is a catering facility available for all consumers, with full waiter service, offering a wide and diverse range of food and drink, offered to consumers by card menus. The facility meets the basic and exclusive needs of the consumer, providing him with both leisure and entertainment as well as specialized food preparation. According to CSO data, in 2013 CSO data, in there were 16,936 restaurants, compared to 8,519 in 2000 CSO data, in , 10,927 in 2007 CSO data, in and 14,937 in 2010 (Table 1 ). The number of catering establishments in 2013 increased by 98.8% compared to 2000. At present most catering establishments, approximately 98.2%, are privately owned. The catering establishment structure is dominated by bars (37.21% of the total number) and eating facilities such as food stands (31.68% of the total number). The next largest group consists of restaurants (25.01% of total number). According to CSO data most restaurants are located in Mazowieckie (22.96%), Małopolskie (12.68%) and Śląskie (12.02%). In most voivodships in 2013 compared to 2010 there is an increased number of restaurants ( Table 2 ). The number of restaurants Source: own calculations based on CSO (GUS) data, Statistical Yearbook of Poland 2000 Poland , 2007 Poland , 2010 Poland , 2011 Poland , 2012 Poland , 2013 No. 2007, 2010, 2011, 2012, 2013. A major element that shows the increase of catering market is the systematic growth of revenue. Poland's restaurant market may have reached, according to preliminary estimates, the value of some 23 bln zl, data included in researcher PMR's report "HoReCa Market in Poland 2014" (Frontczak, 2013 ). Poland's restaurant market is growing on average by 2-3% annually. According to CSO data, in 2013 the revenue was 25 701 mln zl, and this was increased by 27.10% compared to 2007. The revenue of catering establishments is generated mainly by own-food production, followed by alcohol and tobacco sales. It is important to stress that the revenue generated by own-food production has been rapidly increasing. In 2013, own-production generated 72.60% of total catering activity revenue. From sale of trade commodities including alcoholic beverages and tobacco 25.10% of revenue is generated. Only 2.28% of the revenue was generated by other economic activities (Table 3) .
Changing dietary habits, especially among the younger generation, contributes to support market growth. The report "Poland on a plate 2014" drafted by Makro Cash & Carry, which surveys Poles' eating habits each year, indicates that among the youngest adult age group (18-24 years of age) the percentage of people eating out at least once a week amounts to 63.9% (Anon, 2014) . "The older a person is, the more uncommon it is for them to eat bigger meals outside (only 7.6% among persons over 65 years of age). Consumers indicate that this is caused primarily by pecuniary reasons. Poles would more often choose fast food restaurants, which allowed them to continue to draw the benefits of eating out at a lower, more affordable price. PMR experts' forecast for 2014, however, is already optimistic: market growth is expected to reach 3% this year and the situation will improve by the month (Frontczak, 2014) . What is more, forecasts for the coming years are also optimistic.
Polish hotel industry
A hotel is a categorized facility which meets the requirements of a hotel facility specified in the appropriate regulation of the Council of Ministers. Other facilities are categorized as other accommodation facilities. We can observe a sustainable increase in the number of hotels operating in Poland. At the end of 2013 there were 2,107 hotels with a total capacity of 1,058 thousand rooms. Their number had increased in 2013 compared to 2000 by 128.03%, until it reached the number of 2,107 hotels in 2013 compared to 924 hotels in 2000 (Table 4 ). According to Eurostat data (2013), Poland has experienced the greatest increase in number of new rooms among eight other CEE countries.
The great majority of these constituted 3* facilities (48% of the market share considering the number of hotels, 42% of the market share considering the number of hotel rooms). In second place considering the number of hotels are 2* facilities (29% market share), however if one considers the number of hotel rooms, 4* hotels prevail (25% market share). Interesting relations are noticeable in the 1* and the 5* hotel segment. In Poland, 5* hotels constitute the least numerous group (50 hotels, market share at a level of 2%), however the number of rooms they do offer is comparable to the number supplied by 1* hotels, of which there are almost four times as many (195 hotels) . An analysis of the hotel occupancy rates per category shows a relation between the hotel category and its average occupancy rate. A higher hotel category, means, on average, higher occupancy rates (hotels 5* -66%, 4* -50%, 3* -41%, 2* -39%, 1* -34%) (Figure 1 ). The only exception to this rule are 1* hotels, which record occupancy rates at the same level as 3* facilities.
Since last year there has been a significant rise in the role of tourism in building the national GDP (Figure 2 ). The Polish hotel industry has only just achieved the level of relative market balance which satisfies both the hotel owners and the guests. The state has been achieved as a result of large investment projects implemented in recent years in this sector. This shows the importance of this area of investment in Poland and how strongly it continues to develop. Source: own calculations based on CSO (GUS) data, Tourism in 2000 Tourism in , 2007 Tourism in , 2010 Tourism in , 2011 Tourism in , 2013 The distribution of hotel facilities on the map of Poland is not regular. Considering the number of existing hotels, Małopolskie voivodship is the unquestioned leader (286 hotels) with the strong supply being a regional characteristic. The undisputed leader among provincial capital cities when it comes to the number of hotels has been, for a number of years, and in 2013, Kraków. Kraków, a voivodship capital, is a regional business and tourist centre as well as the most popular Polish tourist destination for foreigners. The voivodship is visited by a dozen or so million people every year. There are 128 hotels in Kraków, including small boutique type facilities (Table 5) . But, in terms of hotel rooms, Kraków (8, 540 ) is beaten by Warszawa (11, 354) , which has as much as 46.87% less hotels, but has 32.95% more rooms than Kraków, whereas the biggest demand for rooms is generated by the Mazowieckie voivodship, predominantly due to the facilities located in Warszawa. In Warszawa typical accommodation facilities are geared for the requirements of a business guest, who expects a certain quality of service. Therefore, Warsaw's hotels are, to a large extent, quality chain facilities of the highest category providing standardized services adapted for the needs of business guests. Data gathered by CSO, shows that Warsaw (66.5) and Cracow (61.9) were in the leading position in terms of occupancy rate of rooms in 2013. Average hotel occupancy rate in Poland, according to the CSO data in 2013 was 43.6%. The next provincial capitals with the largest choice of accommodation are Poznań and Wrocław (Table 5 ). The smallest numbers of hotels are to be found in regions with the smallest business and tourist potential, such as Opolskie or Podlaskie voivodships. 
Conclusions
In conclusion within the last decade, the number of hotels and restaurants have significantly increased and it shows how important this area of investment is in Poland and how strongly it continues to develop. An analysis of data presented on the diagrams of the Polish restaurant and hotel market will show an upward trend. We should also consider the increase of the financial resources of Poles, who are frequent guests in hotels and restaurants in Poland, as well as the sustainable economic development of the country, improvement of the infrastructure and increase in foreign tourists, etc. All these circumstances will certainly contribute to the situation that in the forthcoming years the number of tourists coming to Poland and the number of people using hotels and restaurants services will continuously increase. Poland is considered by many official organizations as one of the most attractive tourist destinations in the world.
